
 
 

COMPLAINT NUMBER 21/493 

ADVERTISER NZ Post 

ADVERTISEMENT NZ Post Television 

DATE OF MEETING 9 November 2021 

OUTCOME 
Not Upheld 
No further action required 
 

 
Summary of the Complaints Board Decision  
The Complaints Board did not uphold a complaint about a television advertisement for NZ 
Post. The Board said the advertisement did not contain anything that was likely to cause 
serious or widespread offence and did not undermine the health and well-being of individuals.  
 
Advertisement 
The television advertisement for NZ Post showed a courier delivering a parcel to a school-age 
boy, who is at home. The boy is holding a chocolate-coated ice cream which he has partly 
eaten. His mouth is surrounded by chocolate smears. When the courier scans the parcel, he 
says to the boy: “Now your gran can see that you got it”. The boy responds, wide-eyed “Can 
she see me now?” At the same time, he hides the ice cream behind his back. 
 
Summary of the Complaint  
The Complainant was concerned the advertisement relied on the use of unconscious 
stereotypes, especially regarding Pasifika, Māori, and Indian children.  
 
Issues Raised: 

• Social responsibility 

• Decency and offensiveness 

• Health and well-being 
 
Summary of the Advertiser’s Response  
The Advertiser defended the advertisement and said it is intended to be playful, capturing how 
a child might interpret tracking technology. The boy’s messy face gives away the fact he has 
been eating an ice cream, something he does not want his gran to know. To a child who is 
used to technology, it would not seem outside the realms of possibility that the courier could 
make a recording of the parcel being delivered and convey it to the sender. 
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Relevant ASA Codes of Practice 
 
The Chair directed the Complaints Board to consider the complaint with reference to the 
following codes: 

ADVERTISING STANDARDS CODE 

 

Principle 1: Social Responsibility: Advertisements must be prepared and placed 
with a due sense of social responsibility to consumers and to society. 
 
Rule 1(c) Decency and Offensiveness: Advertisements must not contain anything 
that is indecent, or exploitative, or degrading, or likely to cause harm, or serious or 
widespread offence, or give rise to hostility, contempt, abuse or ridicule. 
 
Rule 1(h) Health and well-being: Advertisements must not undermine the health and 

well-being of individuals.  

 
Relevant precedent decisions 
In considering this complaint the Complaints Board referred to two precedent decisions, 
Decision 20/101 which was Not Upheld and 20/333, which was No Grounds to Proceed.  
 
The full versions of these decisions can be found on the ASA website: 
https://www.asa.co.nz/decisions/ 
 
Decision 20/101 concerned a GlaxoSmithKline NZ Ltd advertisement for Anoro, a 
prescription treatment used to treat Chronic Obstructive Pulmonary Disease (COPD), which 
was on the NZ Doctor website. The Complainant was concerned the advertisement did not 
portray a Māori leader in a way that respected her mana.  
 
The Complaints Board said the Māori woman in the advertisement was portrayed in a 
respectful way, which acknowledged her mana, and she appeared strong and confident. The 
Board agreed the advertisement was not likely to cause serious or widespread offence and 
did not breach Principle 1 or rule 1(c) of the Advertising Standards Code.  
 
Decision 20/333 concerned a television advertisement for the ASB Bank which showed ’Big 
Ben’ on his fictional journey. The advertisement states that Ben was expected to do great 
things. Throughout the advertisement, friends of Ben suggest various different jobs they 
believe he would be good at such as being a bouncer, an All Black or an actor. Eventually 
Ben decides his own fate by becoming a watchmaker and opening his own store. The 
Complainant was concerned the advertisement perpetuated racial stereotypes. 
 
The Chair of the Complaints Board said while Ben does initially consider the roles suggested 
by other people, he eventually decides to be a watchmaker and business owner. The 
advertisement for a bank promotes the idea of choice and living the life you want to lead, 
despite the expectations of other people. 
 
Complaints Board Discussion 
The Chair noted that the Complaints Board’s role was to consider whether there had been a 
breach of the Advertising Standards Code. In deciding whether the Code has been breached 
the Complaints Board has regard to all relevant matters including:  
 

• Generally prevailing community standards 

• Previous decisions 

• The consumer takeout of the advertisement, and  

https://www.asa.co.nz/decisions/
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• The context, medium, audience and the product or service being advertised, which in 
this case is: 

o Context: Part of NZ Post brand refresh and changes to their service 
o Medium: Television 
o Audience: Television audience 
o Product: New tracking service for NZ Post courier deliveries 

 
Consumer Takeout   
The Complaints Board agreed the likely consumer takeout of the advertisement was NZ Post 
tracks every item delivered by courier. 
 
Does the advertisement contain anything that is likely to cause harm, or serious or widespread 
offence, or give rise to hostility, contempt, abuse or ridicule? 
The Complaints Board said the advertisement did not contain anything that was likely to cause 
harm, or serious or widespread offence, or give rise to hostility, contempt, abuse or ridicule. 
The Board said the advertisement tells the story of the courier delivering a parcel to a boy 
called Benji, who is at home eating an ice cream. The parcel has been sent to him by his 
grandmother. The suggestion that Benji is anxious that his grandmother may discover he is 
eating an ice cream is a playful, humorous way of drawing attention to NZ Post’s new tracking 
service. While Benji hides his ice cream behind his back, his face would give him away if the 
tracking included video confirmation of delivery. The Board said the amount of ice cream on 
the boy’s face had been exaggerated, in order to emphasise this point.  
 
The Complaints Board said the current confirmation of delivery via barcode tracking was 
highlighted in the advertisement and the idea this could be a video link directly to the person 
who had sent the parcel relied on hyperbole. The advertisement did rely on harmful or 
offensive stereotypes, as Benji was portrayed in a responsible way. He is a child querying how 
barcode tracking would work in practice.  
 
Does the advertisement undermine the health and well-being of individuals? 
The Complaints Board said the advertisement did not undermine the health and well-being of 
individuals. The Board said the ice cream is a treat Benji has been enjoying. The Board said 
the advertisement did not condone or encourage excessive consumption or promote an 
unhealthy lifestyle. 
 
Has the advertisement been prepared and placed with a due sense of social responsibility to 
consumers and to society? 
The Complaints Board said the advertisement was socially responsible, taking into account 
context, medium, audience and product and was not in breach of Principle 1, Rule 1(c) or Rule 
1(h) of the Advertising Standards Code. 
 
 
Outcome 
The Complaints Board ruled the complaint was Not Upheld. 
 
No further action required. 
 
 

APPEAL INFORMATION 

According to the procedures of the Advertising Standards Complaints Board, all 
decisions are able to be appealed by any party to the complaint. Information on 
our Appeal process is on our website, www.asa.co.nz. Appeals must be made in 
writing with notification of the intent to appeal lodged within 14 calendar days of 
receipt of the written decision.  The substantive appeal application must be lodged 
with the ASA within 21 calendar days of receipt of the written decision. 

http://www.asa.co.nz/
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APPENDICES 
 

1. Complaint 
2. Response from Advertiser 
3. Response from Media  

 
  
 
 
Appendix 1 
 
COMPLAINT  
I've seen a TVC on both TV1 and TV3 for NZ Post - a young, overweight, brown skinned boy 
with chocolate all over his face around his mouth, holding an ice cream. Brown delivery guy 
delivers something from the boy's nan. The boy thinks his nan can somehow see he's eating 
an ice cream via the delivery technology... Seem innocuous? Or unconsciously stereotypically 
biased? Imagine being an overweight Pasifika, Māori, Indian kid getting ready for school. 
Catches a glimpse of this ad. Does he see himself? Fat and stupid? Shame on anyone who 
thinks this is ok to broadcast. 
 
Appendix 2 
 
RESPONSE FROM ADVERTISER, NZ POST 
 
Please find below NZ Post’s response to the complaint raised about our television 
advertisement for NZ Post Tracking. As per your email the key number is NZPO309152 R. 
 

A basic, neutral description of the 
advertisement  

The advertisement forms part of a series of ads for the 
NZ Post Delivering More campaign featuring Pawan the 
courier and an 8-year-old boy named Benji. This 
advertisement advertises the fact that every parcel sent 
within NZ using NZ Post is now tracked. Pawan knocks 
on the front door, Benji answers while eating an ice 
cream. Pawan hands the parcel to Benji who sees it is 
from his grandmother. Pawan scans the parcel (this is 
part of the courier process to show a parcel as delivered 
on the tracking information) and tells Benji that his Gran 
can now see that Benji has got the parcel. Benji thinks 
this means his Gran can see him as well as the parcel 
and hides the ice cream he is eating.   

Date advertisement began 26 September 2021 

Where the advertisement appeared (all 
locations e.g. TV, Billboard, Newspaper 
Website 

TV FTA and Sky, Video on Demand, YouTube, Website, 
Still from ad used across OOH and digital banners.  

Is the advertisement still accessible – where 
and until when? 

Yes – NZ Post YouTube Channel and on air until October 
30th  

A copy of digital media file(s) of the 
advertisement – if the complaint relates to on-
screen graphic, please send a broadcast 
quality version. 

Can be located here 
https://www.youtube.com/watch?v=ll21D2mKxFc 
 

https://www.youtube.com/watch?v=ll21D2mKxFc
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Who is the product / brand target audience? 
Please provide a copy of the media schedule. 

This ad is to launch that all NZ Post parcels sent within 
NZ are now tracked. It’s targeted to all NZers.  

Pre-vetting Approval number if applicable N/A  

Clear substantiation on claims that are 
challenged by the complainant. Please see 
the Guidance Note. 
 

N/A, no claims challenged in complaint. 

The response from the advertiser is included 
in the published decision.  The ASA is not 
able to accept confidential or proprietary 
information.  Please contact the Complaints 
Manager if this is an issue. 

 

For Broadcast advertisements:  

A copy of the script NZ Post: Tracking 
 
Pawan knocks at the front door of a house. The door 
opens, but we can’t see anyone there. 
 
“Aw, mean... It’s from Gran,” says a voice as the parcel is 
snatched from Pawan’s hands. He looks down to see 
Benji standing there. His mouth is surrounded by 
chocolate smears from the ice block he’s eating. 
 
“Oh, hang on..” says Pawan as he reaches down and 
scans the parcel. “Now your gran can see that you got it,” 
he smiles. 
 
Benji’s eyes grow wide and he quickly hides the ice block 
behind his back. As we cut wider, graphics appear on-
screen and we hear Benji ask, “Can she see me now?” 
 
VO by brand voice: Now Tracking every parcel sent 
within New Zealand.  NZ Post.  
 
GFX: NZ Post 

Delivering more 
 

CAB key number and rating ‘G’ Rating  
NZP0309_15_2R   

 
 
Response to specific complaint 
As advised by your letter dated 12 October 2021, the relevant sections in the Advertising 
Standards Code raised by the complaint are:  
 Advertising Standards Code - Principle 1, Rule 1(c), Rule 1(h). 
The complaint alleged the following: 
“I've seen a TVC on both TV1 and TV3 for NZ Post - a young, overweight, brown skinned boy 
with chocolate all over his face around his mouth, holding an ice cream. Brown delivery guy 
delivers something from the boy's nan. The boy thinks his nan can somehow see he's eating 
an ice cream via the delivery technology... Seem innocuous? Or unconsciously stereotypically 
biased? Imagine being an overweight Pasifika, Māori, Indian kid getting ready for school. 
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Catches a glimpse of this ad. Does he see himself? Fat and stupid? Shame on anyone who 
thinks this is ok to broadcast.” 
 
Our response to the allegations in relation to the above Advertising Standards Code Principles 
is as follows: 
 
Principle 1, Rule 1 (c) Decency and Offensiveness  
All of our recent brand ads are anchored in the relationship our friendly courier (Pawan) has 
in his local neighbourhood, which is extended from previous ads (keeping Christmas secrets 
to deliver presents, neighbourhood cats) and now features some of the local kids from the 
neighbourhood throughout the ad.  
 
NZ Post has gone through substantial change as a business, including a completely new look 
for the brand. The creative approach was to create a series of ads for New Zealand to 
experience this change through the eyes of a child – someone who would approach this new 
look with wonder, excitement and an imagination for the possibilities of the new NZ Post. An 
adult approaches these sorts of changes with pragmatism, while a child sees what could be. 
When a child hears “We deliver pretty much anything these days”, as happens in the first ad 
in the series, their response isn’t, “That’s useful.” Instead they respond, “Got any dinosaurs?” 
And, in the ad in question when told that Gran can magically see that they’ve received her 
parcel, they respond with the imagination and wonder we envy in kids – “Can she see me 
now?” What’s described in the complaint as a kid being “stupid” is what we all wish we still 
had – an optimistic view of a world with wondrous possibility.  
 
The ad is intended to be a playful ad, capturing a child’s imagination and how a child might 
interpret our tracking technology. The ice cream was used as a further prop to add to the 
playful element of the advertisement. The 8-year old boy (Benji) in the ad demonstrates his 
energy, wit and connection with our lead courier character. We believe that the ad portrays 
childhood imagination and savviness (to a child used to technology, it would not seem outside 
the realms of possibility at all that we could show a direct video link to the sender of the parcel 
of the parcel being delivered). 
 
We cast very openly, looking not for a child who appeared a certain way, but one who 
embodied everything we wanted – creativity, humour, imagination and the kind of confidence 
to openly interrogate people they might not even know, which we find so endearing in young 
kids. To directly quote the casting brief which drove the process: 
 
“For this campaign we want totally characterful kids who will captivate an audience through 
their creativity, humour and imagination. Kids ranging from 7-10 are realistically the ones who’ll 
offer the most entertaining and amusing responses because they’re not so self-conscious. But 
we’ll also cast a younger sister for ‘Benji’ aged around 5. Finding a confident, cheeky and 
loveable ‘Benji’ for this spot is crucial. Pawan (Courier Actor) and ‘Benji’ should share an 
intimate, passing connection with one another without feeling cheesy and contrived. Although 
these scripts don’t require challenging performances as such, it’s critical that all the deliveries 
are genuine. We are open to all ethnicities that you find across NZ.” 
 
Our casting process found us a wide array of talented Kiwi kids, which we shortlisted to ten. 
The group ranged in age from 8-10-years and were of a variety of backgrounds, shapes, sizes 
and ethnicities. The actor we chose to play the role was B… (Actor cast as ‘Benji’)– a young 
kid with talent far beyond his years. He’s a naturally very funny character, with all those 
beautiful personality traits we were looking for – imagination, creativity, humour – but, also, 
the authenticity and natural ability to deliver on this role. B… was actually so much better at 
acting than anyone else we auditioned, our decision was made very easy. And this decision 
was further reinforced when we ran chemistry sessions between him and Pawan to see how 
they played off each other. There was a natural ease in how they interacted. 
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At no point, from scripting, right through our talks with directors, to the casting process did we 
ever discuss the ethnicity of the ‘Benji’ character. Nor was it ever on our minds. Our search 
was for a truly engaging and authentic personality, not a particular ethnic makeup or body-
type. 
 
Principle 1, Rule 1 (h) Health and well-being 
We do not believe that the ad breaches this rule. Firstly, the ad is to promote tracking on parcel 
deliveries with NZ Post, it is not an advertisement for food or beverages. The actor in the ad 
is shown eating one chocolate covered ice cream. This does not in our view condone or 
encourage excessive consumption or exceed a recommended portion size for the child’s age. 
As noted above, the ice cream is intended to be a playful prop, against the back drop of 
promoting a new parcel delivery feature. We do not believe that showing one ice cream being 
consumed promotes an inactive or unhealthy lifestyle. Another ad in the series featuring 
Pawan and Benji, shows Benji on a bike checking out Pawan’s courier van with the new NZ 
Post logo, and a yet to be screened version again shows Benji on a bike promoting the benefits 
of pedal power for the planet.  
 
Throughout the series of ads, Benji is shown to be a neighbourhood kid interacting with the 
local courier. We believe that any stereotypes depicted are universal childhood ones of 
imagination, enthusiasm and occasionally sneaking a treat.  
 
Appendix 3 
 
RESPONSE FROM COMMERCIAL APPROVALS BUREAU  

Re: NZL Post Television – Complaint 21/493  
Key number: NZP 0309 152 R; Classification: G 
We have been asked to comment on the complaint that the above commercial breaches the 
Advertising Standards Code rules 1c (Decency and Offensiveness) and 1h (Health and well-
being). 
 
The ad features a primary school-aged boy receiving a courier package from his “Gran”. The 
courier driver records the delivery of the package so that the boy’s Gran can “see” that the 
package has been delivered. The boy is a little concerned that his Gran might also be able to 
“see” that he is eating an ice cream, something that she would presumably not be too happy 
about. 
 
The humour in the advertisement comes from an understanding of the boy’s age and 
inexperience, not his racial background or level of intelligence. His lack of experience with 
sending and receiving courier packages means that he doesn’t entirely understand what it 
means to be able to “see” that an item has been delivered. An alternative interpretation is that 
he does understand, but is simply hamming it up for the courier driver.  
 
In our view, there is also nothing in this commercial that condones or encourages an unhealthy 
lifestyle. Depicting a child eating a single ice cream is not a portrayal of an unhealthy or inactive 
lifestyle, despite what the character’s “Gran” may think. 
We look forward to hearing the Board’s decision. 
 


